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Overview

Transurban is an owner and operator of urban
toll roads in Australia and the United States.

In Sydney, Melbourne and Brisbane we operate
13 roads, which are among the nation’s busiest.

Almost two million trips are made each day and road users
collectively travel six billion kilometres every year across these
roads.

We have more than five million account customers and four retail
brands across Australia including Transurban Linkt (formerly Roam
Express)and Roam in New South Wales; go via in Queensland; and
CityLink in Victoria.

Our customers and their experience of our service on and off

the road is at the heart of everything we do. All of our customer-
service activities and initiatives must deliver on our core customer
promises to:

Make it easy Show we care Add value
Everything we do will We will listen, be We will create
be easy to use and transparent and meaningful experiences
understand flexible for our customers

Delivering on these promises is the daily focus for our 470
dedicated customer service and customer experience employees.

As part of our focus on providing customers with exceptional
standards of service that respond to their changing needs, in May
2017 we rebranded Roam Express to Transurban Linkt. The new
brand includes a range of customer service offerings including

a new tagless account option that has been designed for casual
users; simplified fees for customers to improve their experience;
and a mobile app channel for iOS and Android phones—allowing
customers to manage their accounts on the go.
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Meeting our customers’ needs

We undertake regular and comprehensive research to understand our customers and continuously

improve the products and services we offer.

We have identified a number of opportunities to enhance our
customer service through face-to-face consultation, call centre
evaluation, market research and customer data analysis. These
customer insights help guide the development of new products,
technology and communications to continually improve their
experience with us. For example, we are continuously working to
make it easy for travellers to pay on time and avoid additional fees
through a broad range of initiatives including:

* providing more ways to pay—including online, over the phone
or in person at one of the participating outlets in Australia

* preventing avoidable fees with a range of account options

+ offering a financial hardship policy for customers experiencing
difficulties

» proactively contacting customers via a range of channels (SMS,
email, phone and post) if we identify an account issue or non-
payment for travel, and

» working with our stakeholders—including government
partners, to identify opportunities to improve customers’
experience.

Tolling products

Our customer base is diverse, ranging from daily commuters
to causal travellers and individuals and families to businesses.
Each of these groups has different needs and we meet

these through providing a range of tolling products, and
communication and payment channels.

Customers can choose between a casual pass (ie a Sydney Pass
for Transurban Linkt customers and Visitor's E-PASS for Roam
customers) or setting up a tolling account and travelling with an
electronic tag in their vehicle (refer to Figure 1). We also have
dedicated products for businesses and a tailored offering for
corporate key account holders.

With the launch of Transurban Linkt, we have changed our product
offering to better meet our customers’ needs, provide clearer
differentiation, and lower barriers for a longer-term relationship
with our customers. These changes include:

* introducing a tagless product

* lowering the setup costs that currently deter customers from
opening a tag account

 simplifying fees for customers to improve their experience

* anew mobile app for iOS and Android phone.

Communication and payment channels

Transurban provides a number of communication channels for
customers to contact us for general and account maintenance
enquiries, toll payments, and for other information including making
a complaint. These channels include telephone, email, postal mail,
website enquiry forms, web-live chat, mobile apps and face-to-face
participating retail outlets. More detail about these channels is
provided on the following pages.

Online channels

We offer fully-featured, mobile-responsive websites to provide an
easy way for customers to manage their account online, pay their
tolls and research our product offerings. Our four Australian retail
websites receive around 60,000 visits every day. The Transurban
Linkt and Roam websites receive around 13,000 visits.

Most website visits are from customers who are looking for a self-
service option that they can undertake at their convenience 24/7.
However, some customers have queries and we receive 750 emails
or website-form enquiries every day and respond to 95 per cent of
these within two business days (in line with our service targets).

Figure 1: Tolling products in NSW (Transurban Linkt and Roam customers)

Brand Product offering

Transurban Linkt

Sydney Pass

Roam Visitor’'s e-Pass

Tagless account!

Tag account Commercial account

e-TAG account Commercial account

Target user Temporary/visitor Casual Frequent traveller/ Commercial and
traveller traveller commuter fleet operators

Description Quick & easy option for Low commitment for Cheapest way to travel The most efficient way
one-off or short term ongoing casual travel and flexible payment for fleet operators to
travel options manage their fleet’s

toll road travel

1 New product for Transurban Linkt customers only

Customer Engagement Overview
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From May 2017, the new Transurban Linkt mobile app for iOS
and Android platforms will provide customers with an easy and
convenient way to manage their accounts on the go. Through the
app customers will be able to:

* login easily

* make payments with a single touch
* receive relevant notifications

* view their detailed trip history

* manage their personal details

* change vehicle registration details.

Customer call centre

Our centre receives 12,750 calls on average every work day of
these, 2,600 calls are from Transurban Linkt and Roam customers.
Customer service representatives receive regular quality training

to ensure high standards of customer service are continuously
delivered. A key part of the service we provide is resolving customer
enquiries the first time they call, which for Roam and Transurban
Linkt customers is achieved more than 90 per cent of the time (refer
to Figure 2).

Retail outlets

We are committed to making it easy for customers to pay on

time and avoid fees wherever possible, and understand that

some customers prefer to pay for their tolls in person. We have
established a number of partnerships with retail businesses to
provide our customers with a readily accessible and convenient
face-to-face option that provides 24/7 convenience. Our customers
can manage their tolls at almost 4,000 outlets across Australia, of
these, 905 outlets are in metropolitan Sydney and regional NSW
(refer to Figure 3).

Figure 3: There are 905 participating retail outlets in NSW
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Figure 2: Customer service performance (FY16)

First call resolution

Roam Transurban Linkt

97.6% 90%
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Grading of service—target 70%
Percentage of calls answered within a specified timeframe.

Roam Transurban Linkt

77.4% 79.5%
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Customer satisfaction (out of 5)

Roam Transurban Linkt*

3.9 stars 4 stars
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Newsagent 594
7-Eleven 220
United Petroleum 69
SPAR 12
Puma Energy 10
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How customers pay
for their toll road travel

Every workday more than 700,000 trips are made across the roads we operate in Sydney. All of our
roads across Australia operate multi-lane free-flow tolling.

Each trip is recorded electronically by sophisticated roadside
equipment and processed through our state-of-the-art back-office
tolling system. This complex and sophisticated process generates
approximately 2.6 terabytes of data each month.

In NSW, approximately 94 per cent of customers travel on toll roads
with a valid arrangement for payment of tolls. This means they have
a tolling account in place either using a tag or video matching, or
have purchased a casual pass. After a customer travels on a toll
road, their trip is applied to their account or casual pass product.

For account customers, if their account balance is insufficient to
meet further travel and the customer is travelling with a tag, the tag
will emit three beeps to signal a low balance warning. The customer
is then sent a “Low Balance Warning” message via email or SMS.

If their account falls into negative balance, this is followed four days
later by an “Account Suspension Notification”. This communication
clearly advises the customer that any further travel incurred

while in suspension may result in a Toll Notice being issued, which
incurs additional fees. This communication also provides simple
instructions on how to make a payment to bring their account out
of suspension.

Where a customer has not paid the outstanding balance within
seven days, they are sent an overdue reminder communication. If
payment is still outstanding after a further seven days, they are sent
a final letter of demand. Failure to respond within another seven
days will trigger the enforcement process.

This process is regulated through the contractual agreements we
have in place with the State Government.

Helping customers avoid payment problems

Transurban provides drivers with information that is designed to
help them avoid issues with payment. This starts with on-road
signage about the need to pay a toll for their travel and the beeps
heard at gantry points by tag account holders, signalling the credit
status of their account.

We have processes in place to help account customers avoid
incurring unplanned charges or other fines. These include:

* proactively notifying customers when there are issues with their
account (e.g. when they have a low account balance)

* advising road users how they can simplify their travel payment
arrangements and save money by becoming account holders

* encouraging customers with multiple accounts to merge these
into @ more easily managed single account

* sending customers who download the new Transurban Linkt app
notifications direct to their phone.

Through enhanced digital communication services, we are more
effectively notifying customers about any unpaid tolls and helping
them avoid potential infringement

Customer Engagement Overview
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Engaging with customers over unpaid tolls

Where a Roam or Transurban Linkt customer does not have money
on their pre-paid account at the time of travel, we provide extensive
notifications to the customer to avoid a toll notice being issued.

Where a trip remains unpaid, Roads and Maritime Services

(RMS) issues a toll notice on behalf of the toll road operator

and if the toll remains unpaid RMS issues a reminder notice to
drivers to encourage them to pay outstanding tolls and related
administration fees. We attempt a number of engagement points
with the customer for the debt to be resolved prior to any referral
to the State Debt Recovery Office. This ensures we strike a fair and
reasonable balance for the vast majority of our customers who
intended to do the right thing and pay on time.

For those who have not made any travel arrangements with us,
in the first instance, we waive the toll invoice fees if an account is
opened.

Transurban has a first-time forgiveness program where the fee is
waived if a customer has an account and it is the customer’s first toll
invoice.

We also have a financial hardship policy to assist customers who are
finding it difficult to settle any payments. This may involve a waiver
of fees, more time to pay and, in some cases, a waiver of tolls.

Managing customer complaints

We strive to meet our customers’ expectations and recognise the
importance of adopting robust processes to manage the small
percentage of instances where this does not occur.

Arange of options are available for customers to lodge a complaint,
including verbally requesting a complaint be lodged when
contacting the Call Centre, completing a web complaint form,
responding to an earlier email response from Customer Care, and
emailing the Customer Resolutions Team directly.

Upon receipt of a complaint, an acknowledgment will be sent
within 24 hours advising the customer that the complaint has been
received.

A specialised Resolution Advisor will be assigned to investigate the
complaint and provide an outcome to the customer. If a satisfactory
resolution is not reached, the Resolution Advisor will advise the
customer of their option to have the matter reviewed by the Tolling
Customer Ombudsman.

Figure 4: Enforcement process

Vehicle transaction

TOLLING
ARRANGEMENT
IN PLACE

NO TOLLING
ARRANGEMENT
IN PLACE

1st toll

notice
Reminder

notice

Further customer
communication’

eg SMS, outbound calls,
email contact

Transaction
processed

Payment
made

INFRINGEMENT PROCESS

Less than ~2% of transactions

Note: Serial toll payment avoiders
represent only a small proportion
of this group.

N/

Notice issued by the State Authority and infringement
recoveries are collected by the State Authority.

1. Where legislation allows and information is available
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Looking
to the future

We have embedded a culture of service excellence
across our business.

Our drive to deliver an exceptional customer experience is
underpinned by extensive research into our customers’ behaviours
and expectations. We work to exceed customers’ expectations

on and off the road by continuously reviewing our service delivery
practices and product offering. The launch of Transurban Linkt in
May 2017 is an example of this innovation.

New technologies are presenting more immediate and intuitive
ways to engage with customers in a way that is most preferable for
them. We are embracing these technologies to trial and implement
solutions that provide customers with new and different ways of
interacting with us and managing payment of their toll road travel.

Customer service is a core component of our social licence to
operate and everything we do—large and small—is to deliver on
our three core customer promises to make it easy, show we care
and add value for customers. While customer preferences and
expectations will naturally change over the years, we believe these
promises will stand the test of time.

Customer Engagement Overview
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Australia
Melbourne (head office)

Level 23

Tower One, Collins Square
727 Collins Street
Melbourne

Victoria 3000

Sydney

Level 9

1 Chifley Square
Sydney

New South Wales 2000

Brisbane

7 Brandl Street
Eight Mile Plains
Brisbane
Queensland 4113

Mailing address
Locked Bag 28

South Melbourne
Victoria 3205

Phone +61 3 8656 8900
Fax +61 3 8656 8585

United States of America

Greater Washington Area
6440 General Green Way
Alexandria VA 22312
United States

Phone +1 571 419 6100

Email corporate@transurban.com
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